ALPINE PERFORMANCE UPDATE 
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CURRENT-BUSTNESS PERFORMANCE 

Alpine YTD shipments, 1.294 B units; on a 12mm basis, shipments are down 7.3%. 
Alpine's weekly going rate for the first quarter 1992 is 50.8 million units. Cumulative 
average weekly shipments equal 46M units. It is expected, with quarterly programs, 
Alpine will ship 2.6 B units during 1992. 

MARKETPLACE PERFORMANCE 

Alpine positioning as a menthol alternative (to Salem) with a price proposition has been 
virtually negated. Industry price increases closed the gap between premium menthol 
brands and branded generics such that the Retail price difference is less than $1.80 per 
carton (180 per pack). PM couponing activities have not kept up with the competition, 
especially in pack outlets, placing Alpine at a disadvantage within its own price tier. 
Furthermore, menthol activity increased in lower priced tiers. Subgeneric and B&W, 
futher negating any price advantage relative to any price tier. 

Consequently, Alpine share has been in decline since April 1991 (.82 vs .63 April 1992) 
with the most pronounced losses occurring during last summer's price wars. Share 
declines are greatest in geographies (Regions 3 & 4) and trade classes (Grocery & C- 
Stores) where Menthol growth in the lower price tiers accelerated and where Alpine 
receives less pack support than the competition and PM premium brands . Performance 
is better in key markets where Menthol business is more developed, where the three 
tiered marketing support is executed and where the FSF is more focused on Alpine. 

Alpine volume shifts between trade classes are contrary to both the industry and the 
menthol category. Volume, share and distribution are declining significantly in C-Stores; 
once a strong segment for Alpine. Supermarkets now account for a greater proportion of * 
Alpine volume and share has increased. Alpine marketing programs and FSF activities 
tend to support the business in Supermarkets (media delivered coupons, direct mail, FSF 
applied coupons, etc.). Subgenerics are heavily promoted in pack outlets and C-Stores 
are driving the B&W growth promoting pack prices as low as 790. The price wars being 
fought in pack outlet? and C-Stores circumvent gains elsewhere. 

Consumer data reveals that Alpine is losing Salem outswitchers and alternate purchases 
to Doral Menthol and B&W Menthols. Given that trial and alternate purchase is a more 
of a pack proposition, it follows that Alpine is losing to competitive brands that are 
actively playing the price game in key pack outlets. 

SUMMARY 

Share and volume declines are the result of a combination of: 1) price wars between the 
high and low ends and 2) decreasing FSF support needed to keep up with marketplace 
dynamics. The key to the Alpine business is to maintain the relevancy of its price 
proposition to Salem smokers. This requires continued efforts both through focused 
marketing programs and FSF activities. 


Source: https://www.industrydocuments.ucsf.edu/docs/qtvk0004 
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